Introduction
Like it or not, social media has without a doubt become an important part of our lives. More than 1.4 billion people around the world use Facebook on a monthly basis, and 936 million use it on a daily basis, providing the company a total revenue of $3.54 billion for the first quarter of 2015 (Facebook Inc., 2015) . Although Facebook is not the only social media platform, its pure size and market capitalization of nearly $270 billion by July 2015 (Nasdaq Inc., 2015) makes it synonymous with social media.
But what is social media? Safko (2009) defines it as: ' Activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using . . . Web-based applications . . . to create and easily transmit content in the form of words, pictures, videos, and audios' .
The huge advantage of social media compared with traditional marketing methods is the engagement of the customer, making them more a participant than just an outside viewer (Evans, 2010) . This is extremely important in the wine industry, because wine is not only a complex product, but also highly evocative of emotion among its consumers. Since at least the basic use of social media is free-besides the manpower for maintenance-it provides the possibility to engage with an enormous number of current and future customers.
Wine represents just a small fraction of products consumed in the average household, but the attention it draws is much higher, as it is a fascinating product for a lot of people around the world (Anderson et al., 2011) . Wine is among the top eight categories being discussed online in one of the social media channels (Shah, 2013) . With more than 200,000 labels in the world wine market (Shah, 2013), the consumer seeks advice for this heterogeneous product, which has been done in the past by consulting books, magazines, and newsletters, but which has now turned to social media networking, which is widely accepted as a reliable and trustworthy source of information (Thach and Kolb, 2013) . Nowadays, consumers want to interact via their social networks and share their experience with a wine they've tasted (Dehont, 2013) , which gives wineries the chance to monitor those conversations and identify the consumers' intrinsic or extrinsic motivation to consume their wine (Kietzmann et al., 2012) .
